Introduction
The context of the Study
We live in an era that is so profoundly influenced by new digital technologies that organizations have been able to employ social media to establish and cultivate ongoing mutually beneficial relationships with their publics. Social media not only has a significant role in connecting people and developing relationships but also has a role in providing an opportunity to establish great public relations by gathering input, answering questions and listening to feedback (Coyle, 2018). Government organizations and political leaders also employ social media to build and maintain strong relationships with their publics (Essay Staff, 2015). 
Social media has become one of the most deliberate game changers within political leadership communication. With Facebook having a presence of more than 1.2 Billion active users around the globe (in a month) while the Twitter and Instagram having over 1 Billion and 300 Million users respectively, these social media platforms are the source of providing significant insight that allows the world leaders to have a better understanding of what goes on around them and allows them to effectively communicate and build relationships, being heard and followed by billions of people (Coyle, 2018). World leaders such as Donald Trump, the president of the United States of America, Narendra Modi, India’s prime minister, Sheikh Mohammad Bin Rashid, vice president of UAE), Sheikh Mohammad Bin Zayed, crown prince of Abu Dhabi) and numerous others have significant following on their respective Twitter handles and use these platforms to engage with their audiences continually.  
Relationship management theory in public relations (Hon & Grunig, 1999) offers a set of strategies that organizations can employ to build and maintain mutually beneficial relationships with their publics. Extending this theory to the relationships between political leaders and their publics, this study examines the relationship building strategies employed by political leaders in the UAE to build and maintain relationships with their publics. Specifically, this study will consider how political leaders apply the strategy of access, positivity, openness, assurances, networking and sharing of tasks.
Problem Statement & Purpose of Study
The UAE has been emerging as one of the most successful countries around the globe and constant developments are being carried out in the country. The country’s leaders are focused and emphasize on the factors that lead to better public relationships. Social media have significantly influenced ways in which organizations build up their public relations (Evans, Twomey & Talan, 2011; Kent & Taylor, 1998). Since the leaders of the United Arab Emirates take great responsibility in engaging with the local audience and knowing their perspective while also letting out relevant information, this area of study and the analysis of the problem statement will yield significant result as to what strategies do the UAE leaders opt for the betterment of relationships with their publics and how successful are they as a whole.
Accordingly, this study will examine the relationship building strategies employed by UAE leaders over Twitter to build relationships with their publics.
	This study is significant for multiple reasons. Theoretically, it will add to the literature on relationship building strategies and outcomes in political communication in the UAE. This will be a major milestone also in providing literature about the various social media strategies applied by UAE leaders in ensuring the harmonious and understanding relationship between them and the people of UAE, which is necessary for the development of the country. Practically, this study will provide the much-needed information to both the leaders and the public of UAE on the various strategies utilized by the leaders over Twitter and this will go a long way in increasing the interaction between the UAE leaders and the public on Twitter. This is because the public will be fully aware of the best channels and strategies used and that way, they can be more objective in their interaction with their leaders over Twitter. Consequently, the UAE leaders will derive benefits from this research because those who are not competent users of Twitter strategies as ways of ensuring perfect relation with their publics will now find better examples and strategies to use over the Twitter platform. Regarding public happiness and social interaction, this study will have a positive influence on the public because the index of happiness for the UAE public will increase. This is because of the fact that good relation between the leaders and the public resulting from the increased interaction on Twitter as a result of this study will help to solve various issues that the UAE people face and will provide a perfect channel through which information can be disseminated from the leaders to the public and this will enhance the delivery of services by the leaders and consequently reduce discontentment among the public towards the leaders. That way, the lives of the people will socially improve. Also, the increased social interaction of the leaders and the public on twitter will help the nation to develop cohesiveness.
Limitations
	As any study this research paper will have limitation in area like being able to measure the actual reflect of the tweet on public because of the time of the actual tweets and not being able to measure the reflection on big sample of people, which will limit the validity of the research to consider it as a solid base ground to implement on large scale of different platform where it will be restricted to tweeter, but it’s a start to identify some key factor of how government around a world are using social media platform(Tweeter) especially UAE  to communicate with public and build a solid base ground of its diplomacy, other limitation can be considered as technical limitation where we don't have access for the actual accounts which are under study which will limit our knowledge about the audience and the interaction of them with specific account under the study.
Definition
Social Media: A medium that allows people to communicate with each other and take part in social networking. (Essay Staff, 2015).


Literature Review
	This chapter will discuss the context of the digital political communication of the UAE and the two theoretical frameworks namely the organization-public relationship and the theory of dialogic communication. 
Digital Political Communication in UAE
Around 60 percent of occupants in UAE have cell phones and henceforth impact of the internet on spreading thoughts through the twitter is very prevailing. A significant number of the general population reported utilizing Twitter has detailed that Twitter is their essential Internet platform. Despite the fact that there still exists some contradiction whether Twitter has added to the present relationship of UAE leaders with their public, it again turns out to be certain that Twitter has helped fundamentally (Martin et al., 2018). Despite the fact that it isn't less demanding to gauge the relationship work between the UAE leaders and people in general, it is consistent to say that Twitter has without a doubt added to the same.
Twitter as of late has turned into the focal stage utilized by the UAE leaders to construct a decent association with their public, which has raised some alert that leaders need to leave Twitter as an approach to make space and keep up political impact. It has additionally turned into a pattern generally by the UAE leaders to create political mindfulness and effect through the Internet and for the most part through the Twitter a practice. 
Utilization of internet and for the most part twitter has uncovered that it is one of the wealthiest stages with regards to data partaking in the UAE region. As indicated by Bole and Kallmyer (2016), UAE public is the most productive clients of Twitter on the planet in regards to the number of hours spent on Twitter. Consequently, the UAE leaders have exploited the cozy connection between the UAE public and the Twitter to manufacture great associations with them. Subsequently, numerous leaders have wound up opening Twitter pages to set up a manner by which they can speak with their people and assemble a decent association with them.
Utilizing twitter stage has been a norm for the UAE leaders. About 90 percent of the UAE leaders keep up a twitter page. Utilization of twitter accordingly turns into the vast pattern for the UAE leaders to contend with their fellow leaders in issues relating improvement and great relationship through posting remarks on Twitter pages. Taking a look at the general UAE government, they appear to have grasped the utilization of Twitter to assemble great associations with their nationals (Martin et al., 2018). For example, these days each ministry tends to utilize Twitter to circulate data amid the seasons of emergencies or address the nationals on particular basic government approaches.
Twitter has likewise turned into a channel for circulating data between the individuals from general society and the UAE leaders and numerous leaders have evaluated twitter because of its viability. As per Mellor and Rinnawi (2016), from the examination done to expand on the shared advantage of Twitter to both people in general and UAE leaders, it is clear certain that the utilization of Twitter can reinforce the connection between the general population borrowing into government strategies and furthermore enhance its viability. Additionally, Twitter has likewise led UAE to make mindfulness on populace control and how individuals can have the capacity to deal with the current populace with the accessible resources. Therefore, it is obvious to state that Twitter has not just added to a great relationship working with the UAE leaders and general society yet also illuminating people in general on delicate issues.  
Many studies conducted in UAE concerning the use of Twitter as a tool of establishing functional relationships between the UAE leaders and their public has been focused more so on the ministers and the government (Bole & Kallmyer, 2016). Although still adequate information has not been collected on the extent to which Twitter is effective in relationship building between the UAE leaders and the members of the public, generally it is effective. Therefore, the first question of this study will specifically concentrate on how the UAE leaders use Twitter to build a good relationship with the public. Relevant information on the same collected through the use of relationship management theories and dialogic communication principles to elaborate whether the UAE leaders use Twitter to build good relationships with their public as a two-way platform.
RQ1: How do UAE leaders use Twitter to build relationships with their public?
Organizational Public Relationships
Definition of Organization-Public Relationships (OPR)
Organizational public relationships are the several keys put into place to result in effective public relations. As indicated by Hon and Grunig (1999), bringing down cost resulting from poor basic leadership and like this expanding the profitability can without much of a stretch be accomplished through having great associations with the partners. Be that as it may, much of the time relationships have been viewed as a method for conveying the objectives as opposed to being a way of itself. It was until the point when broad research directed on the same uncovered that relationships turn out as the essential objective of public relations where communication strategies utilized as instruments to fabricate good relationships between general society and the organization. The minute good relationship comes in, it prepares for shared advantage for every one of the parties included.
Dimensions of Organization-Public Relationships
Trust: it refers to the indicator of the individual level of confidence and willingness to open to another party involved in a certain problem (Hon & Grunig, 1999).
Commitment: it shows the extent of the concerned parties taking note that organization-public relationship is worth spending time on and promotion.
Satisfaction: this refers to the level at which the members of the public have positive expectations on the relationship they have with a specific organization and believe in its benefits which are more than the cost incurred (Hon & Grunig, 1999).
Control mutuality: it pertains the agreement of whom between parties have the right to influence the other. Although having one party affecting the other is essential, it is also important that all parties have some influence on each other too.
Relationship Maintenance Strategies
Access: this refers to all parties in the relationship building be able to get any information they want as long as it is related to building a good relationship. Also, all the members of the organization must be able to get any information concerning how to improve the relationship with their clients.
Positivity: positivity all entails having expectations that the relationship efforts being put into place will result in the best outcomes (Hon & Grunig, 1999). In an organization, all the members must possess positivity on the efforts undertaken to build good relationships with the public.
Openness: it refers to the aspect of being transparent to one another in all the undertakings. All the parties in the relationship building efforts should be aware of what is happening as this leads to easier good relationship building not only within the organization but also with the outsiders.
Assurances: assurances are one of the most important relationship building strategies. Assurances are the aspect of being guaranteed that the efforts being put into place will work for the best and good relationship within the organization will be achieved (Hon & Grunig, 1999). Also, having a guarantee in the process of good relationship building gives the involved parties confidence that what they are doing is not in vain.
Networking: it refers to creating connection both within the organization and also outside. Having the aspect of networking ensures and enables the parties involved to share ideas freely a practice that increases innovation in the organization. In the end, having connections helps to achieve the goal which is good organization relations.
Sharing of tasks: sharing of tasks refers to allocating duties effectively and in a fair manner such that all the members of the organization are contented with the duties they have been allocated (Hon & Grunig, 1999). No member of the organization should feel that they have been given a huge burden to carry when compared with others as long as building good relationship is concerned.
RQ2: How do UAE leaders use the relationship maintenance strategies of access, positivity, openness, assurances, networking, and sharing of tasks to build relationships with their public over Twitter?
Dialogic Communication Theory
Although the dialogic loop relationship building strategies have been in the past discussed and analyzed as a monolithic construct made up of overlap between the interpersonal communications strategies and the dialogic principles, they still call for much attention. One of the dialogic loops is the feedback loop which calls for promotion of dialogue between the public and the organization (Watkins, 2017). There is usually lack of commitment when organizations fail to provide means of communication and respond to messages and queries of the public. Thus, the feedback loop is essential more so to a democracy that engages its citizens in the decision-making process to ensure that the decisions made meet the interests of the members of the public and do away with the concerns of the sub-set of elites in the society.
According to Wang & Yang (2017), even though social media is still a dialogic platform and is interactive, it still requires investment regarding resources and time to manage and maintain all the activities being carried out. For that reason, all the users must be committed mutually. Consequently, it is evident that organizations have the practice of facilitating relationships through dialogic processes. Dialogic processes in turns help the same to meet the needs of the public and also discover their expectations. Politicians in the past have been found to be much using the social media to meet their own promotional needs as well as establishing good relationships with their followers.
Lack of a complete dialogic loop is one of the greatest and current issues in UAE. The members of the public from the UAE find it difficult to know whether their problems and complaints will be catered for and addressed by their leaders more so when they post them on twitter pages (Watkins, 2017). It means that although the members of the public can give feedback on the issues affecting them, posting on Twitter can be the same as shouting on television if the leaders do not respond to their complaints.
The same problem of having public complaints not addressed is demonstrated on the UAE government twitter page where the issue of marriage receives wick responses due to the use of weak dialogic strategies. According to Wang & Yang (2017), the campaign on the public attitudes towards unions filed in a two-way communication merely fails because of the use of weak dialogic strategies. Also, any organization fails to attend to twitter pages because they lack time and resources to respond to the comments actively. Also, the same happens because of the skepticism of the benefits accrued from the Twitter platform to the organization.
Nevertheless, looking beyond the theoretical deficiency, there is still insufficient evidence that failure to have a complete dialogic loop leads to an adverse effect on the relationship between the public and the UAE leaders which is the organization in our case (Watkins, 2017). To clarify whether the failure to come up with a complete dialogic loop has some effects on the relationships between the UAE leaders and their public, the third question in this study comes in.
RQ3: how does the absence of a complete dialogic loop on twitter pages of UAE leaders affect the relationship with their public?
Some of the following hypotheses will undergo testing as a way to evaluate the relationship between the absence of a complete dialogic loop on the twitter pages and the public perception of their relationship with the UAE leaders. 
H6: The absence of a complete dialogic loop on UAE leaders twitter page has a negative effect on public trust in their relationship with their leaders. 
H7: The absence of a complete dialogic loop on UAE leaders twitter page hurts public perception of control mutuality in their relationship with their leaders. 
H8: The absence of a complete dialogic loop on UAE leaders twitter page hurts public perception of commitment in their relationship with their leaders.
 H9: The absence of a complete dialogic loop on a UAE twitter page hurts public satisfaction in their relationship with their leaders. 
H10: The absence of a complete dialogic loop on UAE leaders twitter page will cause their public to see the relationship with the leaders as less communal


Methodology
Content Analysis Design and Rationale
The sample study will make use of the content analysis of the UAE leaders Twitter pages. Looking at the Twitter pages, this will facilitate measuring of the level of adherence and the completion of the dialogic loops with the relationship building strategies regarding the posts made on the Twitter pages. The first question in the sample study attempting to investigate the intention of the UAE leaders to establish a relationship with the public will go deeper at how the twitter pages achieved this. With the use of the content analysis, a thorough empirical and objective assessment on the respective Twitter pages of different UAE leaders is possible. Content analysis does help more than qualitative method as it does not depend fully on the perception the audience have towards the research topic. Again, content analysis is preferable as it helps to operationalize concepts and deal with the problems and constraints in coming up with formative communication strategies plan (Alkadhi et al., 2017). In matters pertaining relationship building strategies and dialogic communication principles which call to be measured quantitatively will go along with content analysis. Hence, content analysis will be of use to come up with an objective measurement in pre-determining the criteria compared to the current communication results.
Content Analysis Timeline and Sample
The study to be conducted will involve an evaluation of about 500 twitter posts of the UAE leaders in over ten twitter pages for over a period of 4 months. The list of the UAE leaders will be used to search for their respective official twitter pages and if multiple pages are found, then the page with most likes will be selected. Also, a comprehensive assessment will be carried out on how the active UAE leaders communicate with the public on twitter thus helping to select a social media representative. The content analysis combined with a timeline of 4 months will be appropriate to get the intended information.
Coding Protocol
The need for quantitatively measuring the relationship building efforts by the UAE leaders will call for a coding scheme for operationalization. Before the coding process to kick off the draft of the coding protocol will be necessary for reviewing and assessment of the random sample (Rusert et al., 2015). In the last coding protocol, some of the elements that will be looked at include the "About" section, the setting of each page and the navigation bar which will help to get the contact information and whether the pages accommodate comments. Also, some dynamic elements of the page such posts and comments will be looked at to ascertain their evaluation and whether they satisfy the criterion set for the coding scheme. However, since the message content on the twitter usually is presented in a fill-in-blank style page with identical features, this will make it impossible to code all the dialogic elements.  
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